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ABSTRACT 
Purpose of the study: This paper highlights the determinants of consumers’ buying behavior of 
processed sardine products from Lake Victoria basin by determining consumers’ knowledge and 
attitudes in relation to buying decision towards processed sardine products. 
Short introduction of problem statement: Literatures postulated that consumer behavior 
describes how individuals and groups select, buy, use and dispose goods, services, idea or 
experience to satisfy their need and wants. Consumer buying behavior is affected by uncontrollable 
factors that need to be considered while understanding consumers. Since the public health 
authorities are promoting fish consumption in order to improve public health, in addition it has 
been shown that the value contributions of sardine product in Lake Victoria basin is not reflecting 
its landings, therefore it is important to determine the  consumers’ knowledge and attitudes in 
relation to buying decision towards processed sardine products. 
Method/methodology: Data was collected from 190 consumers in Mwanza, Mara and Kagera 
regions in Tanzania. After prior testing the data to fit the linear regression model, the multiple 
linear regression model using SPSS program version 24 was employed to analyze the collected 
data.  
Results of the study: The results have indicated that consumers’ product knowledge and attitudes 
were the main determinants of buying intentions of processed sardine products. Significant result 
at (p<0.001) on product knowledge and attitude was obtained proving that consumer knowledge 
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predictors were able to explaining the consumer attitude variance by 68.4% and 39.2% for sardine 
products dried on grass and nets and dried on rocks respectively.  In addition, consumers’ attitudes 
and product knowledge in relation to buying intention was significant at (p<0.001), implying that 
the predictors were the main determinants for purchasing of products in question. The analysis 
have indicated that the buying intention had significant correlation with consumers’ eating habits, 
family preferences and consumers’ attitudes.  
Conclusion and policy recommendation: Strategic marketing planning of processed sardine 
products should focus on increasing consumers’ attitudes by creating knowledge through products 
labelling and improve the value addition technologies. The value addition should focus on 
determining the nutritional content and shelf life of different processed sardine products. 
Processors participating in national and international exhibitions will increase subjective and 
objective knowledge as well as improve the consumers’ attitudes towards processed sardine 
products.   
Key words: Attitude, product knowledge, buying intention, theory of planned behavior.  
1.1 INTRODUCTION  
Consumers consider fish as healthy food due to presence of high amount of Omega (ω) 3- fatty 
acids belongs to long chain of polyunsaturated fatty acids (PUFAs) group whose main sources are 
fish oils (Rahmaniya and SekharanN, 2018), including eicosapentaenoic acid (EPA) and 
docosahexaenoic acid (DHA) (Carlucci et al., 2015). It has been found that consumption of fish 
species higher in ω-3 PUFAs, reduces the risk of coronary heart diseases deaths by 36% and 
reduced total mortality by 17% (Rahmaniya & SekharanN, 2018). The benefits of Omega 3-fatty 
acids have preventive role in dyslipidemia and overall cardiac health (Yahodhahra et al., 2009). In 
Tanzania, Lake Victoria accounts for over 60% of the total national fish landings, as a source of 
protein, provision of direct and indirect employment to over 4 million people, wealth generation, 
and foreign exchange earnings (Luomba and Onyango, 2012). About 71.2% of the total landings 
of fish in Lake Victoria is accounted by sardine (Rastrineobola argentea) (CAS, 2015).  Sardine 
products are cheaper as compared to other fish species, beef, pork and other animal protein sources 
in Tanzania (MALF, 2016). Sardines have an important nutritive sauce to the staple starch foods 
of the low-income groups and a component of the weaning foods in the region (IOC, 2012).  
1.2 STATEMENT OF THE PROBLEM 
It have been proven scientifically that the intake of approximately 250- 500mg of EPA and DHA 
per day reduces the risk for death from coronary heart diseases (FAO/WHO, 2011). In addition, 
the CAS (2015) reported that although sardines landings accounts for 71.2% of the total landings 
in Lake Victoria its value contributions was 40.40% as compared to 51.5% of value for Nile perch 
(Latesniloticus) which is 16.2% of the total landings.  Schiffman and Kanuk (2002) reported that 
consumer behaviour has become an integral part of strategic marketing planning.  Kotler and 
Keller (2006) postulated that consumer behavior describes how individuals and groups select, buy, 
use and dispose goods, services, idea or experience to satisfy their need and wants. Consumer 
buying behaviour is affected by uncontrollable factors that need to be considered while 
understanding consumer behaviour (Rahmaniya and Sekharan, 2018). Since the public health 
authorities are promoting fish consumption in order to improve public health, in addition it has 
been shown that the value contributions of sardine product is not reflecting its landings, therefore 
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towards processed sardine products. This study adopts the Theory of Planned Behaviour to 
analyses consumers’ attitude towards buying intentions of processed sardines products based on 
product knowledge that has been acquired through prior experience, product familiarity and eating 
habits. The overall objective of this study was to explore consumers’ product knowledge and 
attitude with regards to buying intentions of different processed sardine products. In particular, the 
paper assessed the importance of consumer product knowledge in relation to processed sardine 
products consumers’ attitude development; assess consumer attitudes in relation to buying 
intention of different processed sardine products and analyze the relationship of consumers’ 
product knowledge and buying intention.    
1.3 RESEARCH OBJECTIVES  
1. Determine consumers’ knowledge of processed sardine products product in relation to 
attitude towards the product in question  
2. Determine consumers’ attitudes towards processed sardine products in relation to buying 
intentions of the product in question  
3. Determine consumers’ knowledge of processed sardine products product in relation to 
buying intentions of the product in question  
2.0 RESEARCH HYPOTHESIS AND THEORETICAL REVIEW  
Pieniak et al. (2013) argued that consumer knowledge is an important factor in the consumer 
decision-making process. Same authors reported that consumer knowledge has been proven to 
have positive influence on attitudes towards fish products. Consumer knowledge has been 
categorized in three dimensions which includes subjective knowledge (what consumers perceives 
that knows), objective knowledge (what consumer knows) and prior experience (the consumers 
experienced before) (Brucks, 1985; Dodd et al., 2005). Two approaches has been used in 
measuring product familiarity; measuring how much a person knows about the product and  
measuring how much a person thinks they know about a product (House et al., 2004).  In this paper 
consumers product knowledge was based on subjective knowledge (product familiarity) objective 
knowledge (eating habits) and prior experience (Consumer experiences on the products before).  
The explanation leads us to the first hypothesis (H1) for this paper;  
H1:  “The prior experience, eating habits, product familiarity (Product Knowledge), the greater 
the attitude towards processed sardine products hence the buying intention”. 
 Howard (1989) and Howard et al. (1988) argued that favorable attitude has considerable bearing 
on intention, which becomes greater if product knowledge is high. Furthermore the authors equated 
the direct and positive relationship between the attitude towards the product and the intention to 
buy the product in question. Fishbein and Ajzen (1975) refers intention as conative component of 
attitude while intention is an individual’s subjective likelihood of performing a certain behavior. 
Based on the Theory of Planned Behavior (TPB) the purchase intention is determined by three 
factors and one of the factors is attitude that a person holds towards involving in the behavior 
which is perceived as purchase attitude (Chen, 2007). Consumer attitude has been proven to 
influence and predict behavior (Wilcock et al., 2004). This leads to the second hypothesis (H2) of 
this study;  
H2: The greater the attitudes towards processed sardine products the greater the predisposition to 
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It has been proven that consumer high with knowledge (subjective and objective knowledge) on 
fish products increases the consumption (Pieniak et al., 2013). Wilcock et al. (2004) argued that 
decision making is influenced by the available information on the products which triggers attention 
to achieve knowledge. This highlights the importance of assessing consumers’ knowledge 
predictors (prior experience, product familiarity and eating habits) and buying intention of 
different sardine products based on hypothesis three (H3) of this study;  
H3: Consumers product knowledge on processed sardine products creates purchase intention of 
the product in question.  
2.2 EMPIRICAL REVIEW  
Verberk and Viaene (1999) reported that the relationship between attitude and consumer behaviour 
has been subjected to extensive research. Tarkiainen and Sundqvist (2005) and Solomon et al. 
(2010) argued that attitude towards the behavior refer to the level of which a person has a positive 
or negative evaluation or assessment of the behaviour in question. The more positive the attitude 
is regard to a behavior, the stronger is the individual’s intention to perform the behavior under 
consideration (Tarkiainen & Sundqvist, 2005). Chen (2007) argued that consumer attitude and 
preferences to the purchase of a particular product are based on consumer attitude and personal 
desirability of performing a behaviour. Attitude towards a certain behaviour is based on the 
expectations and beliefs of the consequences as a result of a particular behavior (Tarkiainen and 
Sundqvist, 2005; Chen, 2007).  
Empirical studies has indicated three dimension hierarchy of formation of consumer behavior as 
cognitive (Knowledge, knowing), affective (attitude, feeling) and conative (intention and 
purchase, doing) (Verberk and Viaene, 1999; Barry and Howard, 1990). In order to determine 
consumer attitude towards the behaviour the theory of planned behaviour (TPB) has been 
empirically employed (Aertsens et al., 2009). Most behavioural scientists operating in the field of 
cognitive psychology, has considered the best predictor of human behaviour is a person’s 
conscious decision to perform the behaviour (Bredahl et al., 1998).  
2.3 CONCEPTUAL FRAMEWORK 
Knowledge of consumer is categorized as subjective knowledge, objective knowledge and prior 
experience (Brucks, 1985, Dodd et al., 2005). Subjective knowledge is what the consumers 
perceive or self-rated knowledge (Dodd et al., 2005), is based upon expertise, as well as experience 
(Alba and Hutchinson, 2000). Park et al. (1994) argued that research shows that usage experience 
has stronger relationship to subjective knowledge. In this paper consumer subjective knowledge is 
based on the consumers’ eating habit of the processed sardine products.  Objective knowledge is 
what individual knows about the subject (House et al., 2004) and it depends on expertise and 
accurate information stored in the memory (Alba and Hutchinson, 2000; Dodd et al., 2005, Lee 
and Lee, 2009). Brucks (1985) suggests that objective knowledge is related to information on 
product attributes. In this case the objective knowledge of consumers focused on consumers’ 
product familiarity based on colour, odour and taste on processed sardine products. Prior 
experience is defined as what the consumers have experienced before (Brucks, 1985, Dodd et al., 
2005). This construct is conceptualized as the consumers’ actual purchasing and usage of the 
product (Dodd et al., 2005).  In this paper it is hypothesized that consumers’ prior experience, 
product familiarity and eating habits may lead to consumers’ product knowledge and increase 
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Knowledge types have been proved to influence preferences as sources of information used during 
purchase decision process (Bruks, 1985; Dodd et al., 2005). In this paper, it is hypothesize that 
consumer product knowledge may lead to the behaviour intention (Fig.1). The correlation of 
consumer knowledge and attitude, Stobbelaar et al. (2007) argued that the more knowledge 









Figure 1: Conceptual Framework  
 
The product knowledge has direct relationship with the consumers’ attitudes towards the processed 
sardine products (Fig.1). It has been discovered that attitude is a crucial predictor towards intention 
of eating fruits and vegetables (Thøgersen, 2009). Also attitude has been proved to have positive 
relationship of intention to buy organic food Tarkiainen and Sundqvist (2005). In this papers it has 
been hypothesized that consumers’ attitude predictors has positive correlation with the buying 
intention as indicated in Fig.1.  
3.0 RESEARCH METHODOLOGY  
3.1 Data Sources and Research Design  
The data used in this study was collected from selected consumers from Ilemela, Musoma rural 
and Muleba district in Mwanza, Mara and Kagera regions respectively in Tanzania. Through 
purposive and random sampling, a total of 190 consumers were interviewed where by 84 
consumers were from Ilemela district, 56 from Musoma rural district and 50 from Muleba district. 
The districts and wards from the three regions were purposively selected based on the availability 
of the processed sardine products. The selection was done in collaboration with district fisheries 
officers followed by the random selection of the villages and consumers. Two popular processed 
sardine products were selected to test the consumers’ knowledge and attitude, consumer attitude 
and buying intention and consumers’ knowledge and buying intention. The processed sardines 
included sardines dried on rocks and sardines dried on grass and nets. The primary data was 
collected in order to increase the credibility of the research findings based on the research 
objectives and hypotheses.  
Despite the fact that business research is classified in qualitative and quantitative approaches 
(Bryman and Bell, 2007), this study adopted quantitative research and focus on deductive approach 
where by all hypotheses were developed based on  the theory of planned behaviour, and then 
designing a research strategy to test those hypotheses as supported by Wilson (2010) ; Bryman and 
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product knowledge, attitude towards the products and buying intention of different processed 
sardine products as the ultimate goal of this paper. Therefore, previous studies and models derived 
from existing theories; as a result hypotheses were developed hence deductive approach was 
appropriate.  In this study, quantitative research was chosen with the purpose to test hypotheses 
adapted from theoretical and empirically tested model.  
3.2 Constructs Measures  
3.2.1 Prior experience, Eating habits and Product Familiarity  
Three- 7 point scales (not informed at all/very informed; not familiar at all /very familiar; never at 
all/very frequent) was used to measure, prior experience, product familiarity and eating habits. The 
consumers were asked on the eating habits, familiarity and prior experience they had on processed 
sardine products which creates product knowledge in order to make an informed judgement on the 
products. Prior experience was based on the exposure and use of the product, while familiarity was 
based on colour, taste and smell and this was acquired through involvement in the process of 
product production, processing and distribution. In addition the eating habits was part on 
understanding the product quality (taste, colour and smell). The three factors were inter related but 
different consumers can have different level of exposure and involvement with the regard to the 
product in question.  
 
3.2.2 Measures of Attitude towards Sardine Products 
Attitude towards certain behavior is the degree to which the relevant person has a positive or 
negative assessment of the behavior under consideration. This study hence considers sardine 
products buying intention of the respondents as the target behavior therefore the attitude was 
evaluative judgment and affective judgment about the sardine products. Attitudes towards sardine 
products was measured with two items adopted from Laroche et al.  (1996) and Acebrόn et al. 
(2001).  “How well your family likes processed sardine products” what is your level of attitude 
when evaluating processed sardine products” All items measured by seven (7) point Likert-scale 
(Don’t like it/like it very much and Unfavourable/very favourable). In addition in order to create 
attitude on the product the consumers were asked show their eating habits, prior experiences and 
level of product familiarity on the processed product was measure based on Acebrόn et al. (2001). 
Consumers were asked the following questions “How often your family eats processed sardine 
products?”, “What is your degree of familiarity on processed sardine products?” and “How 
informed do you considered yourself on processed sardine products?” all the items were measured 
by seven point Likert-scale.  Therefore the attitude construct were measured by five items in 
general.  
3.2.3 Measures of Sardine products Buying Intention 
Buying intention is a measure of the strength of a decision maker drive to execute buying of a 
certain product in future (Liang and Lim, 2011). It is a measure of the readiness of a person to 
perform specific product’s buying (Fishbein and Ajzen, 1975; Ajzen 2000, Liang and Lim, 2011). 
Consumers were asked how many times in a week they consume certain processed sardines 
products. This measure has been used in the literature by Juster (1966).  For the purpose of this 
study, sardine products buying intention refers to likelihood of family to engage in sardines buying 
behaviuor (Liang and Lim, 2011).  Measure of the sardines buying intention was adopted from 
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unlikely” to “Extremely likely”. Item included “I will buy sardine products in the near future”. The 
variable of sardines buying intention was built by accumulating and taking average of one question 
item measuring intention. 
3.3 Statistical Data Analysis 
In order to test the hypotheses developed; the generalized linear regression model and hierarchical 
multiple regression model was employed to examine the main direct relationship between 
consumer knowledge and attitudes in relation to sardine products purchase intention. Multiple 
regression models using the Statistical Package for Social Sciences version 24 (SPSS version 24) 
was used. Preliminary checks were conducted for the regression model analysis to be valid. These 
included, check for the missing data, descriptive statistics of variables, zero order correlation, uni-
dimensionality, normality, homogeneity of variance, homoscedasticity, and multicollinearity test 
(Garson, 2012).  
 
4.0 RESULTS AND DISCUSSION  
4.1 Descriptive Statistics analysis 
Descriptive statistical analysis was carried out to describe the structure of the data and to 
understand each variable in this objective in a better way. For better understanding of the variables, 
means and standard deviation were calculated. Arithmetic means and standard deviations for all 
variables are indicated in Table 1. The arithmetic means of the consumers buying decision factors 
variables were compared with their scales on criteria of (High ˃4, Neutral = 4 and Low < 4). 
Results in Table 1 revealed that respondent’s opinion for all variables was greater than the 
agreement point (˃4).  
Table 1: Descriptive Statistics of the Study Variable 
Items Mean Std. 
Deviation 
Items Mean Std. 
Deviation 
Family preference for 
sardines dried on grass 
and nets 
5.1579 1.19360 Information sardines dried on 
rocks 
6.3158 1.03651 
Product familiarity for 
sardines dried on grass 
and nets 
5.2789 1.21763 Attitude towards sardines 
dried on rocks 
5.7368 1.47078 
Attitude towards 
sardines dried on grass 
and nets 
6.1895 1.42015 Prior experience for  sardines 
dries on rocks 
6.2211 .79254 
Prior experience for  
sardines dries on grass 
and nets 
5.4158 1.36888 Eat habits for sardines dried 
on rocks 
5.5789 1.20034 
Eat habits for sardines 
dried on grass and nets 
6.0316 1.59332 Family preference for 
sardines dried on rocks 
6.1684 .90446 
Intention to buy 
sardines dried on rocks 
6.1895 1.42015 Intention to buy sardines 
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Higher mean value reported in Table 1 for sardine dried on rocks, (Mean= 6) followed by sardines 
dried on grass and net (mean> 5) indicated that respondent intentions to buy the product in question 
was high. Mean value of 6 and >5 for processed sardine products buying intention on the Likert 
scale of 1 to 7 indicated that respondents had positive intention towards sardine products and it 
was most likely that they would purchase the products in the near future. Attitude for sardines 
rocks and grass and nets of household decision maker towards the products, who make sardines 
buying decision also shown (Mean > 5) agreement for positive attitude towards the products in 
question.  To understand the spread of the individual scores of respondents from their arithmetic 
average, standard deviations of the variables were calculated. All standard deviations values were 
low and thus indicated the precision of a measurement. 
4.2 Test of Reliability, Validity and Uni-dimensionality of Variables  
The study also carried out the analysis of reliability in order to ensure the stability and internal 
consistency of the instrument and measures of the different variables of the study as recommended 
by Garson (2012). The Cronbach α (alpha) for processed sardine products knowledge was 0.718; 
Cronbach α for attitude towards processed sardine products was 0.866, and Cronbach α for 
processed sardine products buying intention was 0.765 as indicated in Table 2. According to the 
rule of thumb provided by George and Mallery (2003), the Cronbach α value for this study 
variables falls within the good and accepted range. Garson (2012) noted that value of Cronbach’s 
α from 0.6 to 0.8 is suitable for generalized linear regression model.  
Table 2: Summary of Reliability Analysis of Variables  





Product Knowledge    6 0.718 
 Sardines dried on rocks 3 0.710 
 Sardines dried on nets and grass 3 0.830 
Attitudes towards product   10 0.866 
 Sardines dried on rocks 5 0.718 
 Sardines dried on nets and grass 5 0.848 
Buying Intention of 
sardine products  
All products 3 0.765 
 
Garson (2012) stated that the common method of testing un-dimensionality of constructs is 
Cronbach’s alpha (α) and is the measure of the inter-correlations of the items. The same author 
pointed out that if alpha (α) is greater than or equal to 0.80 then the items are considered uni-
dimensional for confirmatory purposes, however, for explanatory purposes some researchers use 
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Table 3: Correlation Analysis of Variables  










Sardines Dried on Grass and 
Nets   
      
Product familiarity 1.000 
     
Prior Experience 0.714*** 1.000 
    
Eating Habits 0.301*** 0.273*** 1.000 
   
Family Preference 0.761*** 0.708*** 0.223*** 1.000 
  
Attitude 0.777*** 0.727*** 0.388*** 0.728*** 1.000 
 
Buying Intention  .133 .089 0.302*** 0.202** 0.255*** 1.000 
Sardines Dried on Rocks        
Product familiarity 1.000      
Prior Experience 0.559*** 1.000     
Eating Habits -.029 .020 1.000    
Family Preference 0.541*** 0.546*** .114 1.000   
Attitude 0.530*** 0.527*** 0.180** 0.678*** 1.000  
Buying Intention .063 .019 0.652*** 0.140* 0.255*** 1.000 
*p< 0.05, **p< 0.01, ***p<0.001 
Aaker et al. (2011) and Bryman and Bell (2007) reported that construct validity is a measure of 
how well an operation definition is able to measure a concept. Malhotra and Birks (2003) argued 
that the standard is achieved by the assessment of Pearson’s correlation.  Bryman and Bell (2007) 
pointed out that if the value is greater than 0.8, it indicates a very strong correlation between the 
two variables. Convergent validity was measured through the correlation matrix of items of 
constructs for different sardine products. The correlation of most items was found significant and 
under 0.8, therefore, validity is ensured as indicated in Table 3. 
 4.3 Test of Multicollinearity of Variables 
Multicollinearity were diagnosed in the light of the values of variance inflation factors (VIFs) and 
Tolerance. Variance inflation factors (VIFs) and Tolerances were calculated for each of the 
predictor variables for sardine product intention to buy. The recommended value for VIF for the 
absence of multicollinearity is VIF ≥5 and Tolerance ˃ 0.2 (Garson, 2012). Results of VIF and 
Tolerance were summarized in Table 4. It is apparent from the results that all VIFs and Tolerance 
values meet the recommended threshold values. 
Table 4: Test of Multicollinearity of Variable 
  Toleranc
e 
VIF  Tolerance VIF 
Sardines Dried on 
Rocks 
  Sardines Dried on 
Grass and Nets 
  
Product familiarity .576 1.736 Product familiarity .294 3.402 
Prior Experience .570 1.754 Prior Experience .378 2.643 
Eating Habit .942 1.062 Eating Habit .826 1.211 
Family Preference .460 2.173 Family Preference .369 2.707 
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4.4 Test for Normality, Linearity and Homoscedasticity 
One of the essential assumptions of regression analysis is that the data must maintain a normal 
distribution Garson (2012). This study used graphical methods in assessing normality and 
homoscedasticity. The assumption of normal distribution was checked with histogram of residuals 
and P-P plots as indicated in Fig 2.  In addition, the homoscedasticity was checked by using scatter 
plots diagram of standardized predicted dependent variable against standard residuals as asserted 
by Garson (2012) that if the residuals in the scatterplot forms pattern less cloud of dots then 
homoscedasticity assumption of regression is met. 
 
Figure 2: P-P Plot 
4.5 Hypothesis Testing  
4.5.1 Consumers Knowledge and Attitude towards Processed Sardine Products   
 Acebrόn et al. (2001), argued that empirical research on food products had revealed that prior 
experience, habits and level of information were very important in product knowledge. The same 
authors argued that habits, prior experience and information level have direct influence of 
formation of attitude towards the products and had a bearing to evaluation of the product in 
question. Yin et al. (2010) claimed that consumer attitude could be influenced by the knowledge 
they had, such as consumer previous experiences. 
A statistically significant regression model was originated F (3,186) = 39.957, p<0.001, the 
knowledge predictors were able to explain by 39.2% of the variance of consumers favourable 
attitudes towards sardines dried on rocks (product familiarity β= 0.354, p<0.001, prior experience 
β= 0.325, p<0.001 and eating habits β= 0.183, p<0.001). Product familiarity, prior experience and 
eating habits increased consumer favourable attitudes and the buying intention of the product by 
0.354, 0.325 and 0.183 units of sardines dried on rocks respectively.  This could be explained well 
by the fact that the study was conducted along the Lake Victoria and the lake was blessed with 
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A statistically significant regression model was created, F (3,186) = 134.135, p<0.001, the 
consumers knowledge predictors were able to explain by 68.4% of the variance of consumer 
attitude towards sardine dried on grass and nets (product familiarity β= 0.495, p<0.001, prior 
experience β= 0.333, p<0001 and eating habits β= 0.148, p<0.001). Product familiarity, prior 
experience and eating habits increased consumer attitude and hence the buying intention of the 
product by 0.495, 0.333 and 0.148 units of sardines dried on grass and net respectively. Apart from 
using rocks for drying sardines in the study area, most people also use grass and net. This proves 
the positive relations of consumers’ knowledge predictors towards favourable attitude of sardine 
dried on grass and nets.  
Table 5: Consumer Product Knowledge and Attitude  
  R2 β T-value  F-value 
Sardines Dried on Rocks 0.392     39.957*** 
Product familiarity   .354*** 5.125   
Prior Experience   .325*** 4.715   
Eating Habits    .183*** 3.198   
Sardines Dried on grass and 
nets 
0.684     134.135*** 
Product familiarity   .495*** 8.293   
Prior Experience   .333*** 5.636   
Eating Habits    .148*** 3.413   
*p< 0.05, **p< 0.01, ***p<0.001 
 
The findings was consistent to Acebrόn et al. (2001), Saba and Di Natale (1999) who reported the 
significant and positive impact of habit and past experience on attitude and the buying intention. 
The hypothesis was tested using multiple regression model and the findings was presented in Table 
5. The results were positive and statistically significant, this leads to acceptance of hypothesis H1 
which say “The more previous experience, eating habits and product familiarity (Product 
Knowledge) the greater the attitude towards sardines products and hence the buying intention”.  
4.5.2 Consumer Attitudes and Buying Intentions 
Birch and Lawley (2012) reported a positive relationship of consumer’s attitude on seafood as they 
consider was an important part of a healthy and balanced diet. Howard et al. (1988) showed the 
direct and positive relationship of predictors of attitude towards the brand buying intention and 
hence the purchase of the product. Ajzen (2000) said that attitude forms behavioral intention that 
determines readiness of the decision maker to perform the behaviour. The predictors of attitude 
towards processed sardine products in this case the family preference towards the product and 
degree of favourability of the product was regressed against the intention to buy, the results are 
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Table 6. Predictors of Product Attitude towards Buying Intentions 
  R2 β T- value F- value 






















*p< 0.05, **p< 0.01, ***p<0.001 
 
A statistically significant regression model was originated F (2,187) = 6.688, p<0.001, the 
predictors of attitude were able to explain by 6.7% of the variance the intention to buy of sardines 
dried on rocks (family preference β= -0.061, and degree of favorability β= 0.296, p <0.05). Product 
degree of favorability increased buying intention of the product by 0.296 units of sardines dried 
on rocks. However the family preference predictor on attitude towards the product was not 
statistically significant and had a negative relationship. Based on the survey results consumers 
believed that the sardines dried on rocks could be contaminated by animal and human excretions 
as the rocks are on open spaces.  
A statistically significant regression model was created, F (2,187) = 6.536, p<0.001, the predictors 
of attitude were able to explain by 6.5% of the variance in intention to buy sardines dried on grass 
(Family preference β= 0.035 and degree of favorability β= 0.229, p <0.05). The product family 
preference and degree of favorability increased the buying intention of the product by 0.035 and 
0.229 units, but the family preference predictor were not statistically significant. The statistical 
insignificance of family preference could be explained by the eating habits as only consumers from 
Kagera and Mara regions reported being using sardines dried on grass and nets.   
Favorable attitude towards the product has been empirically endorsed by numerous studies as 
significant predictor of buying intention; Olsen et al. (2008) validated significant relationship of 
attitude (β = 0.21) with intention to consumer new fish products; Zagata (2012) proved that attitude 
was the main determinant of intention to purchase organic food with β = 0.32. Smith and Paladino 
(2010) found a positive and statistically significant p<0.001 relationship between attitude and 
intention to buy organic vegetables.  The findings were statistically significant, this led to the 
acceptance of hypothesis H2 which said   “The greater the attitudes towards processed sardine 
products the greater the predisposition to buy the aforementioned product would be”. 
4.5.3 Consumer Product Knowledge and Buying Intention 
Laroche et al. (2001) argued that knowledge was recognized in consumer research as a 
characteristic that influences all phases in the decision process and was important as it was 
regarded as having an influence on the consumer decision making process. Acebrόn et al. (2001) 
argued that empirical research for food products has revealed that prior experience and habits were 
very important information source in the case of buying food products.  Ashraf et al. (2014) argued 
that consumer past experience can offer better prediction of buying intention. The consumers’ 
Knowledge acquired through product prior experience, product familiarity and eating habits were 
hypothesized to have direct and positive relationship with consumers buying intention. The results 
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Table 7: Product Knowledge Predictors and Buying Intention  
  R Beta t- Value F- value 






























*p< 0.05, **p< 0.01, ***p<0.001 
 
A statistically significant regression model was originated F (3,186) = 47.656, p<0.001, the 
knowledge predictors were able to explain by 43.2% of the variance in consumers intention to buy 
sardines dried on rocks (product familiarity β= 0.115, prior experience β= -0.059, and eating habits 
β= 0.657, p<0.001). Product familiarity and eating habits increase buying intention of the product 
by 0.115 and 0.657 units of sardines dried on rocks respectively. However, product familiarity 
predictor on buying intention was not statistically significant. In addition the prior experience on 
the product has negative relationship with consumers buying intention. This could be explained by 
respondent’s originality. The respondents from Mwanza and few from Mara regions reported being 
frequent user of products dried on rocks. None of respondents from Kagera region reported having 
familiarity on sardines dried on rocks.  
A statistically significant regression model was created, F (3,186) = 6.43, p<0.001,   the knowledge 
predictors were able to explain by 9.4% of the variance in consumers intention to buy sardines 
dried on grass and net (product familiarity β= 0.079, prior experience β= -0.047 and eating habits 
β= 0.291, p<0.001). Product familiarity and eating habits increased buying intention of the product 
by 0.079 and 0.291units of sardines dried on grass and net respectively.  Apart from using rocks 
for drying sardines in the study area, most people also use grass and net, and this was most reported 
by respondents from Mara and Kagera regions. The results proves the positive relations of 
predictors on increased buying intention. The findings was in line with Verbeke and Vicker (2005), 
Price and Gislason (2001) and Saba et al. (2000) who reported the role of habit in fish consumption 
had highly significant positive impact on buying intention. The regression results presented in 
Table 7 on the consumer knowledge predictors and consumers buying intention, hence the 
acceptance of the hypothesis (H3) which says Consumers product knowledge on processed sardine 
products creates purchase intention of the product in question.  
5.0 CONCLUSION  
This research provides some important insights concerning the relationships between consumers’ 
subjective knowledge (eating habit), objective knowledge (product familiarity) and prior 
experiences in relation to consumers’ attitude and buying intentions of processed sardine products 
in Lake Victoria basin. It highlights the important of consumers’ product knowledge sources, the 
creation of consumers favourable attitudes and hence the buying intentions. Consumers’ 
knowledge and attitude towards processed sardine products have been empirically proven that are 
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6.0 RECOMMENDATIONS  
Therefore, strategic marketing planning and implementation should focus on consumers’ product 
knowledge by investing much on product labeling,  processing, processors participating in 
national, regional and international product exhibitions in order to improve consumers knowledge 
and attitudes towards processed sardine products. In addition, processors should be trained to 
produce sardine products based on consumers’ preferences. Value addition technologist should 
focus on supporting the labeling process by providing the nutrition contents and shelf life of 
processed sardine products in order to improve the objective knowledge of the processed sardine 
products.       
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